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ABSTRACT
The purpose of this research was to show 
manufacturers and dealers of residential air conditioning
<■ r> t 
systems how to raise the equity of their brands, enabling 
them to sell more premium systems and increase their 
revenues and profit margins. For such products the 
consumer decision-making process is a complex, high 
involvement process, and most purchasers are unacquainted 
with brands.
A self-administered survey was developed to assess 
which attributes were most important to consumers, to what 
degree brand influenced the price they would pay, and 
where they searched for product information, as well as 
demographic characteristics. Findings from a survey of 
140 homeowners showed that reliability, serviceability and 
energy saving features were the attributes consumers 
desired most. Brand name communicated quality to them, 
but was not an important choice criterion. However, 
consumers were willing to pay more for an air conditioner 
with a reputation for quality.
Results also indicated that consumers searched for 
product information from friends and family, 
manufacturer's websites and brochures, but not from the
iii
Yellow Pages or through salespeople. However, dealers 
were highly influential during the decision-making process 
by helping consumers refine their choice criteria and 
choose systems that satisfied their end goals.
Implications suggest that manufacturers could 
increase brand awareness by communicating product and 
brand information to consumers. They could also increase 
brand image by associating their brand name with quality­
defining attributes. This process of raising brand equity 
would enable manufacturers and dealers to command a 
premium price for their brand, resulting in higher 
revenues and profit margins.
iv
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CHAPTER ONE
INTRODUCTION 
Introduction
Many preceding studies have examined t,he consumer 
decision-making process for the purchase of. durable goods. 
Some researchers have emphasized automobiles, notably 
Bayus (1991), Ratchford (2003), Furse (1984) and Brucks 
(2000). Others studied household appliances such as 
washing machines (Villarejo 2005), refrigerators (Lin 
2000), VCRs and toasters (Kalita 2004). Consumer 
purchases of automobiles often exhibit patterns of 
conspicuous consumption, where an inordinate amount of 
emphasis is placed on style and brand to impress peers. 
Small appliances, on the other hand, require relatively 
low involvement, due to their low cost and life span. Air 
conditioning systems have a longer life span than most 
consumer durables, and their function supercedes their 
appearance. Therefore, an examination of the consumer 
decision-making process for residential air conditioning 
is beneficial.
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Industry Overview
Eight major manufacturers currently sell over 30 
different brands of residential air conditioning systems 
in North America. Some manufacturers, such as Nordyne, 
build many brands, including Westinghouse, Tappan, 
Kelvinator, Grandaire, Philco, Gibson, Maytag, Frigidaire, 
Intertherm, and Miller. Other manufacturers, such as 
Goodman Global, offer only a standard line (Goodman) and a 
premium line (Amana) (Clark 2007) . Manufacturers 
typically target each brand towards a specific market that 
is segmented by geography, distribution method, and/or 
price (Sudharshan 1998) .
Primarily due to a slowdown in new home construction, 
sales of HVAC systems have dramatically declined this 
year, with factory shipments down 13% for the first half 
of 2007 (Hardi 2007) . With revenues and profits 
declining, manufacturers have been promoting their higher- 
priced energy efficient systems, in hopes that 
skyrocketing energy costs will drive homeowners to 
purchase newer, more efficient air conditioning systems. 
Using mass-produced energy-saving components, HVAC 
manufacturers are offering a new generation of high 
efficiency systems. Public utility corporations, such as 
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Edison and Pacific Gas and Electric, and government 
agencies like the Internal Revenue Service and the 
California Energy Commission (see 
http://www.flexyourpower.org), are offering incentives 
such as rebates and tax credits to homeowners who purchase 
these efficient HVAC systems.
Dealers who purchase from the manufacturers (or 
wholesalers) and sell to homeowners are often hesitant to 
offer more expensive systems, fearing they will overprice 
themselves in an increasingly competitive market. Many 
dealers have been told by consumers that price is the sole 
criterion, so they approach the customers with their least 
expensive package and hope no one underbids them (Murphy 
2007). Consequently, profit margins are reduced for 
dealers, and manufacturing demands shift back to lower- 
priced base models rather than high efficiency models. 
Hence, sales revenues and margins continue to decline
.. (Hall 2007) .
Purpose Statement
The purpose of this research was to demonstrate the 
importance of brand equity in the purchase of consumer 
durable goods, specifically heating, ventilation and air 
3
conditioning (HVAC) systems. Manufacturers want to 
increase sales of their premium brands to improve 
profitability. But in a competitive market, dealers are 
hesitant to offer higher-priced brands to consumers 
fearing they will gravitate to the least expensive 
alternative. Implications of this study's findings 
suggest that manufacturers and dealers will be able to use 
equity to influence the consumer decision-making process, 
enabling them to sell higher-priced HVAC systems to value­
conscious consumers.
This study answered the following research questions:
1. What product attributes are most important to 
consumers when selecting residential replacement HVAC 
systems?
2 . To what degree does brand name influence the price 
consumers are willing to pay for residential 
replacement HVAC systems?
3. What are the primary sources of information when 
consumers are purchasing residential replacement HVAC 
systems?
4 . How do select demographic characteristics influence 
the purchase of residential replacement HVAC systems?
4
CHAPTER TWO
REVIEW OF LITERATURE
Introduction
Chapter One discusses writings pertinent to this 
study. It begins with an overview of brand equity theory, 
followed by an analysis of the consumer decision-making 
process as it applies to the purchasing of residential 
replacement air conditioning. Finally perception of 
quality is discussed, along with its relationship to 
price, advertising and direct sales.
Brand Equity
Brand equity can be seen from two perspectives, 
according to David Aaker (1991). The financial equity of 
a brand can determine its value for accounting purposes, 
such as merger, acquisition or stock price, while 
consumer-based equity is derived from the perceptions of 
individual consumers, based on the differential effect of 
a marketing mix on consumers' attitude toward a brand 
(Aaker 1991) . In other words, equity exists when certain 
outcomes result from marketing a product or service that 
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would not have occurred if the product or service lacked 
its brand name.
Consumer-based brand equity is based on two 
components, brand awareness and brand image (Keller 1993). 
While awareness is created through exposure, brand image 
can be enhanced through promotional efforts, use of 
credible spokespersons, and satisfactory product 
performance (Guiltinian 1997). In addition, brand image 
can be a result of consumers' perceptions of product 
quality (Kayaman 2007). Brand equity creates a variety of 
benefits, including promotional support from manufacturers 
and wholesalers, consumer brand loyalty, and the ability 
to command a premium price for the product or service 
(Guiltinian 1997) .
Decision Analyst, Inc. (2005, 2007) performed 
extensive research on the importance of branding in the 
residential HVAC market and found unaided awareness of any 
brand of air conditioning system was below 35 percent. 
These findings lead to them to conclude that branding of 
HVAC equipment was less important than branding of the 
dealer during the consumer decision-making process 
(Decision Analyst 2005) . However, the same study 
indicated that HVAC replacement buyers are more likely to 
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research equipment brands (34%) than dealers (23%) prior 
to their purchase decision. Since the 2006 American Home 
Comfort Study found no correlation between brand awareness 
and market share (Decision Analyst 2007), it is possible 
that brand awareness is less important than brand image 
during the consumer decision-making process.
Consumer Decision-Making Process
The consumer purchase of an HVAC system is a complex, 
high involvement process, starting with problem 
recognition, followed by a search for alternative 
solutions, and evaluation of those alternatives, resulting 
in a purchase decision (Peter 2005). In the case of 
residential air conditioning systems, the problem 
recognition stage initiates when the consumer's air 
conditioner breaks down, and the dealer recommends 
replacement of the homeowner's existing HVAC system.
Since this purchase decision is due to product 
depletion, the consumer's search for alternative solutions 
begins immediately (Pung 2001). The consumer has the 
option of replacing the system with the existing brand or 
a different one. If the consumer has been satisfied with 
the features and performance of the existing brand, the 
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same brand may be requested (Bayus 1992). If there is 
some dissatisfaction, or if additional benefits are 
sought, then begins the process of seeking information 
about alternative brands (Lin 2000) .
Traditionally, consumers know little about the 
features and benefits of various air conditioning brands. 
They generally have relied on the dealer's recommendations 
and expertise when choosing a new system. However, with 
the increase in technology, the diversity of media 
selection and the advent of the Internet, information 
about consumer durables is more accessible. Some 
consumers will now make a purchase decision prior to 
product or dealer contact, based on prior experience or a 
thorough online information search (Ratchford 2003) . 
However, two-thirds of replacement HVAC buyers use the 
dealer as a primary information source (Decision Analyst 
2007).
The information search begins with the retrieval of 
product-related information stored in memory. Most 
consumers have a very limited evoked set since most HVAC 
manufacturers do not market directly to them. Consumers 
form their consideration set from the brand choices 
presented to them by the dealer (Decision Analyst 2005) .
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Most air conditioning dealers employ field representatives 
who are trained not only in the technical aspects of 
installing the equipment, but also in their features and 
benefits, so they can help customers make an informed 
buying decision (Murphy 2006).
Most dealers have a favorite brand they promote.
This may be due to cost, availability, 
quality/dependability, or a combination of reasons. The 
dealer typically offers the consumer a "good-better-best" 
choice of three brands (Howard 2006). One offering could 
be the homeowner's existing brand, while others would be 
the contractor's favorites. The consumer is asked to 
evaluate and choose from the three brands in the 
consideration set (Howard 2006) . The influence of the 
dealer is higher during the development of the 
consideration set than in the final purchase decision 
stage (LeBlanc 1994) .
During the course of the presentation, the dealer 
usually asks the customer a number of questions to 
determine the customer's end goals. The ultimate self­
relevant goal, of course, is personal comfort and 
happiness, but the consumer may have one or more subgoals. 
The homeowner may have a low fixed income and needs the 
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least expensive system that will bring comfort. Also 
health issues may require purchase of a filtration system 
or electronic air cleaner, or the desire for a more 
efficient air conditioning system that would save money on 
utility bills may be subgoals that would drive the 
consideration set. Dealers sometimes try to elicit such 
subgoals (Murphy 2007), which not only increases the 
consumer's involvement, but also provides an opportunity 
for the dealer to increase revenues and margins through 
reevaluation of the consumer's choice criteria (Houston 
1996). With these subgoals incorporated into the decision 
frame, the problem representation becomes clearer as the 
goal hierarchy becomes more specific (Peter 2005) .
Choice criteria during the evaluation stage depend on 
the consumer's end goal and may include brand image, 
features, price, design, and past experience (Lin 2000; 
Villarejo-Ramos 2005). In the case of residential air 
conditioners, if the product is replaced later in its life 
cycle, the buyer tends to be more brand loyal. Early 
replacers are usually brand switchers (Bayus 1992) . 
Knowledge uncertainty about multiple brands may trigger 
another information search to determine which brand best 
satisfies the consumer's end goal (Urbany 1989). This 
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could occur during the sales presentation or by the 
consumer independently.
The final purchase decision depends on the choice 
heuristics of the decision maker. After evaluating the 
alternatives, the consumer will select the product and 
brand that will most closely fulfill the desired end goals 
(Houston 1996).
.Perceived Quality and Price
For consumers whose purchase decision depends 
primarily on the perceived quality of durable goods, 
Brucks, Zeithaml and Naylor (2000) propose six 
quantitative dimensions, including (1) ease of use, (2) 
versatility, (3) durability, (4) serviceability, (5) 
performance, and (6) prestige. Their research 
demonstrates that brand name is better than price as an 
indicator of quality, and that high price alone does not 
suggest quality without the validation of a brand name. 
Kalita (2004) confirmed that manufacturers of big-ticket 
consumer durable goods do not use high prices to signal 
high quality. In fact, some high-priced consumer durables 
have extremely low brand loyalty, particularly among 
innovators (Hsu 2 003) . Furthermore, the use of price
11
deals for consumer durables has a negative effect on 
quality perception and brand image (Villarejo-Ramos 2005) .
Perceived Quality and Advertising
Moorthy and Zhao (2000) demonstrated a positive 
correlation between advertising expenditures and the 
perceived quality of consumer durable goods. Their study 
noted that previous negative experiences reduced the 
effect of advertising, but suggested that advertising may 
play a more important role in brand equity than actual 
product performance. Villarejo-Ramos and Sanchez-Franco 
(2005) confirmed that marketing efforts positively affect 
brand equity of consumer durables (washing machines) along 
four dimensions: perceived quality, brand awareness, 
brand image, and brand loyalty.
Perceived Quality and Direct Sales
Little research has been done on the relationship 
between perceived quality and the efforts of a sales 
representative. However, given the nature of personal 
selling with its high degree of interpersonal 
communication and the establishment of a consultative 
relationship, an effective dealer would be able to 
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determine the customer's needs and wants, and match them 
with the product that fulfills the consumer's end goals.
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CHAPTER THREE
METHODOLOGY
Introduction
Chapter Three describes the population and sampling 
method, the development of the survey instrument, and the 
collection of data.
Population and Sample
The population for this research were American 
homeowners. Prior to receiving a survey instrument, each 
prospective participant was asked, "Are you a homeowner?" 
If the answer was no, the person was not allowed to 
participate. Those who said yes made up the sample of 140 
participants.
Time and money constraints prevented using a 
nationwide sample, so homeowners living in Southern 
California provided the sample. To draw a large variety 
of demographics in the sample, the self-administered 
questionnaires were distributed in several cities in the 
Southern California area including Alta Loma, Fontana, San 
Bernardino, Palm Desert, San Jacinto, Riverside and Rancho
14
Cucamonga. Three respondents listed Zip Codes outside of 
Southern California that included Southern Nevada, and 
Western Arizona. Although they did not reside in Southern 
California they were homeowners and therefore their 
responses were included in the study.
Instrument
Based on the research objectives, the researcher 
divided the questionnaire into four sections, each of 
which addressed a particular question. Instruments from 
previous studies were chosen and modified for the present 
study. A variety of measuring scales were used, including 
dichotomous, categorical and five-point modified Likert 
scales.
The first question was designed to qualify the sample 
as homeowners (Appendix A). Subsequently a scenario was 
presented to respondents regarding the failure of their 
air conditioning system and the need to replace it. The 
next three sections of the questionnaire were designed to 
elicit attitudes and behaviors that participants would 
experience during their decision-making process. 
Demographic characteristics from the literature reviewed 
were included in the final section of the questionnaire.
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Section A sought to determine what attributes were 
important to consumers when they shopped for replacement 
air conditioning systems. The attributes were drawn 
primarily from Lin's (2000) study on brand loyalty for 
durable household appliances, as well as from research by 
Bayus (1992), Brucks (2000), Garvin (1987), Green (1975) 
and Furse (1984). Attributes included reliability, ease 
of use, serviceability, brand reputation, energy saving 
features, discounts or promotions, recommendation by sales 
person, prior experience with brand, price and size 
(Appendix A). Respondents were asked to rate the 
importance of each of the ten attributes on a five-point 
Likert scale, ranging from very unimportant (1) to very 
important (5).
Section B narrowed the focus to brand equity, and 
presented participants with three statements about the 
influence of brand name on their purchase decision. This 
section is based on questions designed by Westbrook (1979) 
and Bruner (1998) . The first statement sought to 
determine their degree of brand loyalty, while the next 
one sought to determine if a correlation existed between 
brand name and perception of quality. The last statement 
assessed the degree to which brand equity would influence 
16
the price consumers were willing to pay for an air 
conditioning system. A five-point Likert scale was used 
to determine the degree to which respondents agreed or 
disagreed with each statement, with (1) representing 
strongly disagree and (5) representing strongly agree.
Section C was assessed what information sources 
participants would seek in their decision-making process. 
The sources of information were based on studies by Punj 
(2001) , Bayus (1992) and Ratchford (2003) . Respondents 
were asked to rate how likely they would be to seek 
information from each of eight sources. The selections 
ranged from impersonal sources such as articles, 
advertisements, manufacturer's brochures and yellow pages, 
to personal ones such as sales persons, friends and 
family. A five-point modified Likert scale was used, with 
(1) representing highly unlikely and (5) representing 
highly likely.
Section D assessed the demographic characteristics of 
the sample. Questions were selected from the literature 
review and included gender, age, marital status, children 
living at home, education and household annual income. 
Participants were also requested to fill in their Zip
17
Code. This enabled the researcher to learn the geographic 
distribution of the sample.
Data Collection
The researcher used a variety of locations to 
administer survey instruments. These included shopping 
malls and businesses patronized by the researcher. 
Permission from the proper authorities was obtained prior 
to administering the surveys.
Although locations were chosen strategically, all 
participants were selected randomly using a convenience 
sample at each location. One hundred forty-seven 
individuals were selected to participate in the survey. 
Of these, five were eliminated because side two of the 
survey instrument was not completed. In addition, two 
questionnaires were eliminated because the respondent 
circled "No" for the question "Are you a homeowner." This 
left the researcher with 140 compiled questionnaires.
After gathering and numbering all the qualified 
surveys, the data were entered into the Statistical 
Package for the Social Sciences (SPSS) software, for 
tabulation and analysis. Measured central tendencies and 
cross-tabulations were used to analyze the data.
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CHAPTER FOUR
PRESENTATION OF FINDINGS AND ANALYSIS
Introduction
Chapter Four presents the findings of the research. 
Each section represents findings pertaining to one of the 
research objectives, followed by a brief analysis. 
Tabulations can be found in Appendix B, and cross­
tabulations in Appendix C, at the end of this study.
Characteristics of the Sample
One hundred forty-seven questionnaires were collected 
and checked for further analysis. Please refer to Table 1 
on page 2 0.
Regarding gender, respondents were almost evenly 
split. About 51 percent were female and 49 percent were 
males. Three-fourths (72.2%) were between 31-60 years of 
age and 81 percent were married.
Regarding children living at home, over half of the 
respondents (59.3%) had children living at home. 
Approximately 21 percent (21.4%) had children under the 
age of five, 20.7 percent had children between five and
19
Table 1
Characteristics of the Sample
Gender Male 48.6% Female 51.4%
Age group < 20 0.7% 31-40 23.6% 51-60 28.6
21-30 15.7% 41-50 20.0% 61 + 11.4
Marital status Married 81.0% Divorced 8.0%
Single 7.1% Widowed 3.6%
Children at home Yes 59.3% No 40.7%
Under age 5 Yes 78.6% No 21.4%
Age 5-10 Yes 79.3% No 20.7%
Age 11 or over Yes 71.4% No 28.6%
Level of education No HS graduate 0.7% College graduate 27.1
HS graduate 9.3% Grad degree 20.7
Some college 35.0% Postgraduate 7.1
Household income <$10K 0.7% $35-50K 6.4% $100-150K 29.3
$10-20K 0.7% $50-75K 15.7% >$150K 15.0
$20-35K 3.6% $75-100K 18.6% Decline 10.0 o\° o
\o
 o\o 
o\
° o\o
 o\° 
o\
o o\°
Source: SPSS Data 
ten years old, and 28.6 percent had children ages eleven 
and over.
Over half of the respondents (54.9 percent) indicated 
they were college graduates. Nearly 30 percent of 
respondents (29.3 percent) had an annual household income 
between $100,000-149,999.
There were sixty-four different zip codes represented 
in this study. They represent a diverse cross section of 
climates, income levels and ethnicities.
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Product Attributes
When measuring the mean of each attribute on a scale 
of one to five, the three attributes most important to the 
respondents were "energy saving features," "reliability" 
and "serviceability." The lowest was "recommendation by 
salesperson," followed by "brand reputation" and "prior 
experience with brand." (See Table 2, where "1" signifies 
"very unimportant" and "5" signifies "very important.")
Table 2
Importance of Attributes
Product Attribute 1 2 3 4 5 Mean
Energy saving features 18.6% 2.9% 5.7% 10.7% 62.1% 3.9500
Reliability 23.0% 2.2% 0.7% 6.5% 67.6% 3.9353
Serviceability 15.2% 5.8% 9.4% 19.6% 50.0% 3.8333
Price 13.8% 5.8% 10.9% 27.5% 42.0% 3.7826
Ease of use 21.6% 4.3% 7.9% 19.4% 16.8% 3.6547
Discounts or promotions 10.8% 10.8% 19.4% 34.5% 24.5% 3.5108
Size 14.0% 14.0% 14.0% 26.5% 31.6% 3.4779
Prior experience with brand 12.2% 14.4% 21.6% 28.8% 23.0% 3.3597
Brand reputation 12.4% 17.5% 21.9% 24.8% 23.4% 3.2920
Recommendation by sales 11.6% 19.6% 40.6% 20.3% 8.0% 2.9348
person
Source: SPSS Data
When comparing the combined percentages of
"important" and "very important" responses among the 
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various attributes, "reliability" ranked the highest with
74.1 percent, followed by "energy saving features" (72.8 
percent), "serviceability" (69.6 percent) and "price" 
(69.5 percent). Ranking lowest was "recommendation by 
sales person" (28.3 percent), followed by "brand 
reputation" (48.2 percent) and "prior experience with 
brand" (51.8 percent).
These results indicate that when purchasing A/C 
equipment, consumers defined quality in terms of 
reliability, serviceability and energy-saving features. 
Price was important during the decision-making process, 
but not as important as quality. Branding was unimportant 
to consumers, as was dealer recommendation.
Brand Influence
The next set of questions focused on branding. The 
researcher was seeking to discover if participants would 
be willing to pay more for an HVAC brand with a reputation 
for quality. The results of these three questions are 
summarized in Table 3 page 23, where "1" signifies 
"strongly disagree" and "5" signifies "strongly agree."
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Table 3
Relationship between Brand, Quality and Price
Question 1 2 3 4 5 Mean
Will purchase same brand 10.7% 7.9% 62.1% 12.9% 6.4% 2.9643
Brand communicates quality 5.0% 15.1% 39.6% 33.8% 6.5% 3.2158
Would pay more for quality 15.2% 5.8% 9.4% 19.6% 50.0% 3.6786
Source: SPSS Data
Propensity to Purchase Same Brand
Participants were asked1. how strongly they agreed with
the following statement: "The next time I purchase A/C, I 
will buy the same brand I have now." Less than twenty 
percent (19.3 percent) either agreed or strongly agreed, 
while the majority of respondents (62.1 percent) neither 
agreed nor disagreed. This confirms our earlier finding 
that branding is unimportant to most consumers.
One possible explanation is that consumers have no 
brand awareness of their current A/C system, since most 
people pay no attention to it unless it needs service. 
Where no brand awareness exists, there can be no brand 
loyalty. Another reason may be that participants were 
asked to imagine a scenario with which they had no 
familiarity, so it may have been difficult for them to 
predict their actions.
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Value of Brand Name
Participants were then asked how strongly they agreed 
or disagreed with the following statement: "Brand name 
communicates quality to me." Approximately twenty percent 
of the respondents disagreed with the statement, while 
twice as many (40.3 percent) agreed (Table 3, page 24).
This question was deliberately phrased to exclude 
reference to purchasing air conditioning, to evoke a 
general attitude of the participants toward branding. 
While the earlier question about brand as a product 
attribute revealed that branding is unimportant as a 
stand-alone decision criterion, this question elicits a 
slightly different, more positive attitude toward branding 
as an indicator of quality, which in turn is a very 
important attribute in the consumer decision-making 
process.
Willingness to Pay More for Quality
When participants were asked if they agreed or 
disagreed with the statement, "I would pay more for an A/C 
with a good reputation for quality," two-thirds (65.0%) 
agreed, while only 16.4 percent disagreed. Of the 
respondents who agreed with "Brand name communicates 
quality to me," 98.2 percent agreed with "I would pay more
24
for an A/C with a good reputation for quality." (See
Appendix C. )
If brand name communicates quality, this would 
indicate that consumers would pay more for a brand with a 
reputation for quality. However, brand reputation as an 
attribute was ranked low in importance, while price was 
ranked near the top. This apparent incongruity may be due 
to lack of knowledge on the part of the consumer. Since 
most consumers seldom shop for air conditioning, they are 
uninformed about HVAC brands. They assume homogeneity and 
automatically shop for price. If consumers were better 
informed about the important attributes of a particular 
brand (reliability, serviceability, and energy 
efficiency), they would be willing to pay more for that 
brand.
Sources of Information
When asked how likely they would- be to look for 
information about air conditioning in each of eight 
sources, participants' top three choices were "friends and 
family," "manufacturer's website" and ’"manufacturer's 
brochures." When comparing the combined percentages of 
"likely" and "very likely" responses, "friends and family" 
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ranked highest with 71.4 percent, followed by
"manufacturer's website" (60.2 percent) and
"manufacturer's brochures" (50.4 percent). Respondents 
were least likely to seek information from "Yellow Pages 
(24.8 percent)," "sales persons" (34.1 percent) and 
"social networking websites (42.3 percent)See Table 4, 
where "1" signifies "least likely" and "5" signifies "most 
likely."
Table 4
Likely Sources of Information
Information source 1 2 3 4 5 Mean
Friends and family 9.3% 10.7% 8.6% 32.1% 39.3% 3.8143
Manufacturer's website 12.3% 8.7% 18.8% 37.0% 23.2% 3.5000
Manufacturer's brochures 8.0% 16.1% 25.5% 36.5% 13.9% 3.3212
Articles 10.1% 13.0% 29.0% 36.2% 11.6% 3.2609
Advertisements 8.0% 17.4% 29.7% 35.5% 9.4% 3.2101
Social networking websites 19.0% 13.9% 24.8% 25.5% 16.8% 3.5108
Sales persons 13.0% 17.4% 35.5% 29.0% 5.1% 2.9565
Yellow pages 32.1% 18.2% 24.8% 19.0% 5.8% 2.4818
Source: SPSS Data
Note that less than one-fourth (24.8 percent) of the 
respondents indicated they would likely turn to the Yellow 
Pages for information. A popular assumption is that older 
age groups use the yellow pages, whereas younger consumers 
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use the Internet. This research found no major 
differences between "age group" and either "yellow pages," 
"manufacturer's website," or "social networking websites." 
(See Appendix C.) In fact, the "51-60" age group was the 
least likely to use the yellow pages, and the most likely 
to use the manufacturer's website.
Many HVAC manufacturers market to dealers rather than 
to consumers, on the premise that (1) it is too expensive 
to market effectively to consumers; and (2) since 
consumers are uninformed about HVAC brands, it is the 
dealer's role as an expert to suggest to consumers which 
brand is right for them. However, this study suggests 
that sales people are not the consumers' preferred 
information source. In fact, only one-third of 
respondents (34.1 percent) indicated they would be 
"somewhat likely" or "very likely" to seek information 
from "sales persons." Nevertheless, dealers can still be 
an important influence in other stages of the consumer 
decision-making process, such as identifying which product 
attributes will satisfy the consumer's end goals.
Next to "friends and family," the sources of 
information that respondents were most likely to seek were 
"manufacturer's websites" (60.2 percent) and
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"manufacturer's brochures" (50.4 percent). While 
marketers would have difficulty targeting a consumer's 
particular reference group, they could certainly use their 
own websites and publications to provide information about 
their products. By communicating images of reliability, 
serviceability and energy efficiency to the consumer, 
marketers can raise the equity of their brands, and in 
turn command a premium price.
Influence of Demographics on Purchase Behavior
When analyzing which product attributes were most 
important to consumers, demographics did not impact 
respondents' choice. The importance of reliability, 
serviceability and energy-saving features were 
consistently high across all groups. "Brand reputation" 
was slightly less important to households with children, 
with 44.4 percent ranking it as "important" or "very 
important" compared to 48.2 percent for the entire sample. 
"Recommendation by sales person" was "important" or "very 
important" to-69.2 percent of high school graduates, 
compared to only 51.8 percent of the entire sample 
(Appendix C).
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When analyzing the propensity to purchase the same 
brand, the- value of a brand name, and the respondents' 
willingness to pay more for quality, the findings of each 
demographic category were consistent with the findings of 
the sample as a whole.
When searching for information about HVAC systems, 
female respondents were more likely to use friends and 
family (80.5 %) than males (61.7%). Females were also 
more likely to use salespersons (40.8%) than males 
(26.9%). Males were more likely to use Yellow Pages 
(28.4%) than females (21.4%)(Appendix C).
Nearly 60 percent (59.1%) of respondents in the 41-60 
age group searched for information in manufacturers' 
brochures, compared to 40.0 percent of respondents in the 
21-40 age group. The 31-40 year old group was the most 
likely to use the Yellow Pages (36.4%), as were families 
with children living at home (30.9%)(Appendix C).
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CHAPTER FIVE
SUMMARY AND CONCLUSIONS
Discussion
This study showed that brand name is not an important 
component in the consumer decision-making process for 
purchasing replacement residential air conditioning (HVAC) 
systems. This concurs with the findings of prior research 
by Decision Analyst (2005). However, the product features 
and attributes that signify quality are important. 
Consumers define quality in terms of reliability, 
serviceability and energy-saving features. Price is 
important during the decision-making process, but not as 
important as quality. This is consistent with the 
findings by Kalita (2004) Villarejo-Ramos (2005). 
Consumers are willing to pay more for'an HVAC system with 
features and attributes that communicate quality.
Implications for Manufacturers
Since consumers are not knowledgeable about air 
conditioning brands, they assume homogeneity and shop for 
price. If consumers were better informed about the 
important attributes of a particular brand (reliability, 
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serviceability and energy efficiency) they would be 
willing to pay more for that brand. Manufacturers 
currently aim most of their marketing efforts at the 
dealers and distributors rather than the end user, the 
consumer. Dealers are supposed to convey their marketing 
message to consumers, but most consumers do not select 
dealers as their source of information. They prefer 
websites, brochures, family and friends.
Manufacturers can increase brand awareness by using 
media to communicate information about their products. 
These media should include, but not be limited to, the 
manufacturer's websites and brochures. Broadcast media 
can be effective due to its broad reach and creative 
impact. Trane and Carrier use seasonal television and 
radio advertising, but not to the extent that it 
influences consumers' brand choice for HVAC systems. 
Outdoor advertising such as billboards is also effective, 
is less expensive than broadcast media, and more effective 
than some print media. To raise brand awareness, HVAC 
manufacturers should use broadcast media frequently and 
seasonally, and outdoor media in heavily populated 
geographical markets. All advertising and promotion 
should steer the consumer to the manufacturer's website, 
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which should be filled with homeowner-oriented information 
about the features and benefits of their brands.
Manufacturers can raise the equity of their brands by 
communicating directly with consumers about the positive 
attributes of their products. This differentiates their 
brand(s) from the competition, and positions them for the 
target markets. It also makes brand name an important 
choice criterion in the decision-making process.
Establishing an association with quality-defining 
attributes, including reliability, energy efficiency, and 
a reputation for quality, enhances brand image. This 
perception of quality positions the brand as a premium 
line. When consumers are better informed of the brand's 
quality attributes, they are willing to pay more for the 
brand. Now manufacturers and dealers can command a 
premium price for the brand, which results in higher 
revenues and profit margins.
Implications for Dealers
Dealers play a crucial role in the consumer decision­
making process, despite the lack of esteem indicated by 
this study. The unique dealer-client relationship 
established during an in-home sales call creates an 
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opportunity for dealers to involve themselves in the 
consumer's thought processes and discover what features 
and attributes are really important in their decision­
making process. They can also influence the consumer's 
choice decisions by asking questions about their unique 
needs and wants, like allergy relief or energy efficiency. 
Once the customers have "opened their wallet," dealers 
should offer add-on items such as filtration, electronic 
air cleaners and humidifiers, since the consumer may 
desire an option that was not in the original set of 
choice criteria. This not only raises customer 
satisfaction, but also increases dealers' revenues and 
profit margins.
Friends and family are the number one source of 
information for shoppers of residential HVAC. Dealers who 
provide homeowners with solutions to problems, especially 
problems they were unaware of, become topics of 
conversation with other prospective buyers. Fulfilling 
undiscovered needs produces satisfied customers. These 
customers become sources of referrals, which is the best 
source of prospects.
Besides referrals, outdoor advertising is another 
good way for dealers to raise awareness of their business 
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as a brand. Two inexpensive media are truck signs and 
yard signs. Many HVAC manufacturers offer co-op 
advertising, and dealers can benefit from the brand equity 
of the HVAC systems by including the manufacturer's logo 
on their signs.
Brand loyalty to the dealer can be achieved by 
contacting the customer regularly by telephone or direct 
mail. After installing a residential HVAC system, dealers 
can send satisfaction surveys about the experience, and 
include tips to make sure the system works properly and 
the customers remember the dealer. Dealers can also send 
the customers reminders to call for seasonal maintenance. 
After each service call a survey should be sent to make 
sure the customer is satisfied. Every contact with 
customers strengthens the bond between the dealer and the 
homeowners, and increases the possibility of repeat sales 
to those customers and referrals to new ones.
Further Research
This research was limited to a sample of consumers in 
a select geographic area who were given an imaginary 
scenario. Further research could include a sample of 
consumers who have recently purchased a new HVAC system, 
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or who are actually shopping for one. Also, a larger 
sample could be used to include participants in different 
parts;of the country.
This research focused on consumer-based brand equity 
of HVAC systems. Additional research should also be done 
on dealer-based brand equity, to determine the importance 
of a brand name to dealers who choose which brand to sell 
to consumers.
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SURVEY INSTRUMENT
I am conducting a survey to determine how homeowners, such as you, purchase a new air conditioning 
system when your current one breaks down. This survey is part of a project for completing my MBA 
degree at California State University, San Bernardino. Your response will be confidential, and not used for 
any commercial purposes. Your support of this research is sincerely appreciated.
1. Are you a homeowner? 1 Yes 2 No
Imagine that the air conditioning (A/C) goes out in your home, and you need to replace it.
A. What characteristics or attributes would you look for in a new air conditioning system? For each 
item, please circle the number that best corresponds to your response.
1 - Very unimportant
2 - Unimportant
3 - Neither unimportant or important
4 - Important
5 - Very important
2. Reliability 1 2 3 4 5
3. Ease of use 1 2 3 4 5
4. Serviceability 1 2 3 4 5
5. Brand reputation 1 2 3 4 5
6. Energy saving features 1 2 3 4 5
7. Discounts or promotions 1 2 3 4 5
8. Recommendation by sales person 1 2 3 4 5
9. Prior experience with brand 1 2 3 4 5
10. Price 1 2 3 4 5
11. Size 1 2 3 4 5
B. How much do you agree or disagree with the following statements in the purchase of your next 
A/C system? Please circle the number that best corresponds to your response.
1 - Strongly disagree
2 - Somewhat disagree
3 - Neither disagree or agree
4 - Somewhat agree
5 - Strongly agree
12. The next time I purchase A/C, I will buy
the same brand I have now. 1
13. Brand name communicates quality to me.
1
14. I would pay more for an A/C with a good
reputation for quality. 1
2 3 4 5
2 3 4 5
2 3 4 5
Please turn over
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C. Where would you look for information about air conditioning systems before you purchased it? 
Please circle the number that best corresponds to your response.
1 - Highly unlikely
2 - Somewhat unlikely
3 - Neither unlikely or likely
4 - Somewhat likely
5 - Highly likely
15. Yellow pages 1 2 3 4 5
16. Articles 1 2 3 4 5
17. Advertisements 1 2 3 4 5
18. Manufacturer’s brochures 1 2 3 4 5
19. Manufacturer’s website 1 2 3 4 5
20. Social networking websites 1 2 3 4 5
21. Friends and family 1 2 3 4 5
22. Sales persons 1 2 3 4 5
D. Please tell us about yourself. Again, this is for classification purposes only, and your responses 
will remain anonymous. Please circle the number that best corresponds to your response.
23. Your gender: Male 2 Female
24. Your age group: Under 20
21-30
31-40
41-50
51-60
61 or over
25. Your marital status: Married
Single, never married
Divorced 
Widowed
26. Do you have children living at home? Yes 2 No
27. If so, what are their ages?
1 Below 5 years old 5-10 years old over
1
2
2
3
4
5
6
3
4
28. Your level of education attained:
1
2
3
4
5
6
Did not complete high school
High school graduate
Some college or trade school
College graduate
Graduate degree
PhD or other postgraduate degree
29. Your total household annual income:
4
5
6
7
8
9
Less than $10,000 
$10,000- 19,999 
$20,000 - 34,999
$35,000-49,999
$50,000 - 74,999
$75,000-99,999
$100,000-150,000
$150,000 & over 
Decline to state
30. What is your Zip Code?
Thank you very much for your support and participation! David Wells
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FREQUENCY TABLES
Question 1: Homeowner
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Yes 140 100.0 100.0 100.0
Question 2: Reliability
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Very unimportant 32 22.9 ■ 23.0 23.0
Unimportant 3 2.1 2.2 25.2
. Neither unimportant, 
nor important 1 .7 .7 25.9
Important 9 6.4 6.5 32.4
Very important 94 67.1 . 67.6 100.0
Total 139 99.3 100.0
Missing System 1 .7
Total 140 100.0
Question 3: Ease of Use
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Very unimportant 30 21.4 21.6 21.6
Unimportant 6 4.3 4.3 25.9
Neither unimportant 
nor important 11 7.9 7.9 33.8
Important 27 19.3 19.4 53.2
Very important 65 46.4 46.8 100.0
Total 139 99.3 100.0
Missing System 1 .7
Total 140 100.0
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Question 4: Serviceability
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Very unimportant 21 15.0 15.2 15.2
Unimportant 8 5.7 5.8 21.0
Neither unimportant 
nor important 13 9.3 9.4 30.4
Important 27 19.3 19.6 50.0
Very important 69 49.3' 50.0 100.0
Total 138 98.6’ 100.0
Missing System 2 1.4
Total 140 100.0
Question 5: Brand Reputation
Frequency ' Percent Valid Percent
Cumulative 
Percent
Valid Very unimportant 17 12.1 12.4 12.4
Unimportant 24 17.1 17.5 29.9
Neither unimportant 
nor important 30 21.4 21.9 51.8
Important 34 24.3, 24.8 76.6
Very important 32 22.9 23.4 100.0
Total 137 97.9 100.0
Missing System 3 2.1
Total 140 100.0
Question 6: Energy Saving Features
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Very unimportant 26 18.6 18.6 18.6
Unimportant 4 2.9 2.9 21.4
Neither unimportant 
nor important 8 5.7 5.7 27.1
Important 15 10.7 10.7 37.9
Very important 87 62.1 62.1 100.0
Total 140 100.0 100.0
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Question 7: Discounts or Promotions
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Very unimportant 15 10.7 10.8 10.8
Unimportant 15 10.7 10.8 21.6
Neither unimportant 
nor important 27 19.3 19.4 41.0
Important 48 34.3 34.5 75.5
Very important 34 24.3 24.5 100.0
Total 139 99.3 100.0
Missing System 1 .7
Total 140 100.0
Question 8: Recommendation by Sales Person
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Very 
unimportant 16 11.4 11.6 11.6
Unimportant 
Neither
27 19.3 19.6 31.2
unimportant nor 
important
56 40.0 40.6 71.7
Important 28 20.0 20.3 92.0
Very important 11 7.9 8.0 100.0
Total 138 98.6 100.0
Missing System 2 1.4
Total 140 100.0
Question 9: Prior Experience with Brand
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Very unimportant 17 12.1 12.2 12.2
Unimportant 20 14.3 14.4 26.6
Neither unimportant 
nor important 30 21.4 21.6 48.2
Important 40 28.6 28.8 77.0
Very important 32 22.9 23.0 100.0
Total 139 99.3 100.0
Missing System 1 .7
Total 140 100.0
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Question 10: Price
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Very unimportant 19 13.6 13.8 13.8
Unimportant 8 5.7 5.8 19.6
Neither unimportant 15 10.7 10.9 30.4nor important
Important 38 27.1 27.5 58.0
Very important 58 41.4 42.0 100.0
Total 138 98.6 100.0
Missing System 2 1.4
Total 140 100.0
Question 11: Size
Frequency Percent Valid Percent
Cumulative 
Percent
Valid ' Very unimportant 19 13.6 14.0 14.0
Unimportant 19 13.6 14.0 27.9
Neither unimportant 
nor important 19 13.6 14.0 41.9
Important 36 25.7 26.5 68.4
Very important 43 30.7 31.6 100.0
Total 136 97.1 100.0
Missing System 4 2.9
Total 140 100.0
Group B Statistics
Will purchase 
same brand
Brand name 
communicat 
es quality
Would 
pay more 
for quality
N Valid 140 139 140
Missing 0 1 0
Mean 2.9643 3.2158 3.6786
Median 3.0000 3.0000 4.0000
Mode 3.00 3.00 4.00
Std. Deviation .94763 .95373 1.17079
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Question 12: Will Purchase Same Brand
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Strongly disagree 15 10.7 10.7 10.7
Somewhat disagree 11 7.9 7.9 18.6
Neither disagree 87 62.1 62.1 80.7nor agree
Somewhat agree 18 12.9 12.9 93.6
Strongly agree 9 6.4 6.4 100.0
Total 140 100.0 100.0
Question 13: Brand Name Communicates Quality
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Strongly disagree 7 5.0 5.0 5.0
Somewhat disagree 21 15.0 15.1 20.1
Neither disagree 55 39.3 39.6 59.7nor agree
Somewhat agree 47 33.6 33.8 93.5
Strongly agree 9 6.4 6.5 100.0
Total 139 99.3 100.0
Missing System 1 .7
Total 140 100.0
Question 14: Would Pay More for Quality
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Strongly disagree 10 7.1 7.1 7.1
Somewhat disagree 13 9.3 9.3 16.4
Neither disagree 26 18.6 18.6 35.0nor agree
Somewhat agree 54 38.6 38.6 73.6
Strongly agree 37 26.4 26.4 100.0
Total 140 100.0 100.0
44
Question 15: Yellow Pages
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Highly unlikely 44 31.4 32.1 32.1
Somewhat unlikely 25 17.9 18.2 50.4
Neither unlikely nor likely 34 24.3 24.8 75.2
Somewhat likely 26 18.6 19.0 94.2
Highly likely 8 5.7 5.8 100.0
Total 137 97.9 100.0
Missing System 3 2.1
Total 140 100.0
Question 16: Articles
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Highly unlikely 14 10.0 10.1 10.1
Somewhat unlikely 18 12.9 13.0 23.2
Neither unlikely nor likely 40 28.6 29.0 52.2
Somewhat likely SO’ 35.7 36.2 88.4
Highly likely 16 11.4 11.6 100.0
Total 138 98.6 100.0
Missing System 2 1.4
Total 140 100.0
Question 17: Advertisements
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Highly unlikely 11 7.9 8.0 8.0
Somewhat unlikely 24 17.1 17.4 25.4
Neither unlikely nor likely 41 29.3 29.7 55.1
Somewhat likely 49 35.0 35.5 90.6
Highly likely 13 9.3 9.4 100.0
Total 138 98.6 100.0
Missing System 2 1.4
Total 140 100.0
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Question 18: Manufacturer's Brochures
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Highly unlikely 11 7.9 8.0 8.0
Somewhat unlikely 22 15.7 16.1 24.1
Neither unlikely nor likely 35 25.0 25.5 49.6
Somewhat likely 50 35.7 36.5 86.1
Highly likely 19 13.6 13.9 100.0
Total 137 97.9 100.0
Missing System 3 2.1
Total 140 100.0
Question 19: Manufacturer's Website
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Highly unlikely 17 12.1 12.3 12.3
Somewhat unlikely 12 8.6 8.7 21.0
Neither unlikely nor likely 26 18.6 18.8 39.9
Somewhat likely 51 36.4 37.0 76.8
Highly likely 32 22.9 23.2 100.0
Total 138 98.6 100.0
Missing System 2 1.4
Total 140 100.0
Question 20: Social Networking Websites
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Highly unlikely 26 18.6 19.0 19.0
Somewhat unlikely 19 13.6 13.9 32.8
Neither unlikely nor likely 34 24.3 24.8 57.7
Somewhat likely 35 25.0 25.5 83.2
Highly likely 23 16.4 16.8 100.0
Total 137 97.9 100.0
Missing System 3 2.1
Total 140 100.0
46
Question 21: Friends and Family
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Highly unlikely 13 9.3 9.3 9.3
Somewhat unlikely 15 10.7 10.7 20.0
Neither unlikely nor likely 12 8.6 8.6 28.6
Somewhat likely 45 32.1 32.1 60.7
Highly likely 55 39.3 39.3 100.0
Total 140 100.0 100.0
Question 22: Sales Persons
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Highly unlikely 18 12.9 13.0 13.0
Somewhat unlikely 24 17.1 17.4 30.4
Neither unlikely.nor likely 49 35.0 35.5 65.9
Somewhat likely 40 28.6 29.0 94.9
Highly likely 7 5.0 5.1 100.0
Total 138 98.6 100.0
Missing System 2 1.4
Total 140 100.0
Question 23: Gender
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Male 68 48.6 48.6 48.6
Female 72 51.4 51.4 100.0
Total 140 100.0 100.0
Question 24: Age Group
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Under 20 1 .7 .7 .7
21-30 22 15.7 15.7 16.4
31-40 33 23.6 23.6 40.0
41-50 28 20.0 20.0 60.0
51-60 40 28.6 28.6 88.6
61 or over 16 11.4 11.4 100.0
Total 140 100.0 100.0
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Question 25: Marital Status
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Married 111 79.3 81.0 81.0
Single, never married 10 7.1 7.3 88.3
Divorced 11 7.9 8.0 96.4
Widowed 5 3.6 3.6 100.0
Total 137 97.9 100.0
Missing System 3 2.1
Total 140 100.0
Question 26: Children Living at Home
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Yes 83 59.3 59.3 59.3
No 57 40.7 40.7 100.0
Total 140 100.0 100.0
Question 27a: Children Below 5 Years Old
Frequency Percent Valid Percent
Cumulative 
Percent
Valid No 110 78.6 78.6 78.6
Yes 30 21.4 21.4 100.0
Total 140 100.0 100.0
Question 27b: Children Between 5-10 Years
Frequenc Percen Valid
Cumulativ 
Percen
Valid No 111 79.3 79.3 79.3
Yes 29 20.7 20.7 100.0
Total 140 100.0 100.0
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Question 27c: Children 11 Years and Over
Frequency Percent Valid Percent
Cumulative 
Percent
Valid No 100 71.4 71.4 71.4
Yes 40 28.6 28.6 100.0
Total 140 100.0 100.0
Question 28: Level of Education
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Did not complete 
high school 1 .7 .7 .7
High school graduate 13 9.3 9.3 10.0
Some college or 
trade school 49 35.0 35.0 45.0
College graduate 38 27.1 27.1 72.1
Graduate degree 29 20.7 20.7 92.9
PhD or other 
postgraduate degree 10 7.1 7.1 100.0
Total 140 100.0 100.0
Question 29: Household Annual Income
Frequency Percent Valid Percent
Cumulative 
Percent
Valid Less than $10,000 1 .7 .7 .7
$10,000- 19,999 1 .7 .7 1.4
$20,000 - 34,999 5 3.6 3.6 5.0
$35,000-49,999 9 6.4 6.4 11.4
$50,000 - 74,999 22 15.7 15.7 27.1
$75,000 - 99,999 26 18.6 18.6 45.7
$100,000- 149,999 41 29.3 29.3 75.0
$150,000 & over 21 15.0 15.0 90.0
Decline to state 14 10.0 10.0 100.0
Total 140 100.0 100.0
4 9.
Question 30: Zip
Frequenc Percen Valid
Cumulativ 
Percen
Valid 85374 1 .7 .7 .7
86305 1 .7 .7 1.5
89074 1 .7 .7 2.2
90242 2 1.4 1.5 3.6
91701 9 6.4 6.6 10.2
91710 1 .7 .7 10.9
91711 3 2.1 2.2 13.1
91723 1 .7 .7 13.9
91730 7 5.0 5.1 19.0
91737 3 2.1 2.2 21.2
91739 17 12.1. 12.4 33.6
91750 2 1.4 1.5 35.0
91752 1 .7 .7 35.8
91762 1 .7 .7 36.5
91764 1 .7 .7 37.2
91767 2 1.4 1.5 38.7
91773 1 .7 .7 39.4
91784 6 4.3 4.4 43.8
91786 3 2.1 2.2 46.0
91791 1 .7 .7 46.7
92203 1 .7 .7 47.4
92211 3 2.1 2.2 49.6
92223 2 1.4 1.5 51.1
92225 1 .7 .7 51.8
92234 2 1.4 1.5 53.3
92236 1 .7 .7 54.0
92260 3 2.1 2.2 56.2
92264 1 .7 .7 56.9
92274 1 .7 .7 57.7
92301 1 .7 .7 58.4
92316 2 1.4 1.5 59.9
92324 1 .7 .7 60.6
92325 3 2.1 2.2 62.8
92329 2 1.4 1.5 64.2
92335 5 3.6 3.6 67.9
92336 7 5.0 5.1 73.0
92337 2 1.4 1.5 74.5
92341 1 .7 .7 75.2
92346 1 .7 .7 75.9
92374 1 .7 .7 76.6
92377 4 2.9 2.9 79.6
92382 1 .7 .7 80.3
92391 1 .7 .7 81.0
92399 1 .7 .7 81.8
92407 3 2.1 2.2 83.9
92411 1 .7 .7 84.7
92503 1 .7 .7 85.4
92504 1 .7 .7 86.1
92505 1 .7 .7 86.9
92507 1 .7 .7 87.6
92508 1 .7 .7 88.3
92509 1 .7 .7 89.1
92544 1 .7 .7 89.8
92551 3 2.1 2.2 92.0
92570 1 .7 .7 92.7
92571 1 .7 .7 93.4
92786 1 .7 .7 94.2
92792 1 .7 .7 94.9
92867 1 .7 .7 95.6
92880 2 1.4 1.5 97.1
92881 1 .7 .7 97.8
92882 1 .7 .7 98.5
92883 1 .7 .7 99.3
96797 1 .7 .7 100.0
Total 137 97.9 100.0
Missin Syste 3 2.1
Total 140 100.0
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SELECT CROSS-TABULATIONS
Brand name communicates quality * Would pay more for quality Crosstabulation
Count
Would pay more for quality
Total
Strongly 
disagree
Somewhat 
disagree
Neither 
disagree 
nor agree
Somewhat 
agree
Strongly 
agree
Brand name Strongly disagree 3 2 1 0 1 7
communicates Somewhat disagre 3 5 7 4 2 21
quality Neither disagree 
nor agree 4 5 17 23 6 55
Somewhat agree 0 0 1 26 20 47
Strongly agree 0 0 0 1 8 9
Total 10 12 26 54 37 139
Count
Age group * Yellow pages Crosstabulation
Yellow pages
TotalHighly unlikely
Somewhat 
unlikely
Neither 
unlikely 
nor likely
Somewhat 
likely Highly likely
Age Under 20 0 1 0 0 0 1
group 21-30 6 5 8 3 0 22
31-40 10 5 6 8 4 33
41-50 9 5 6 5 2 27
51-60 15 5 9 8 2 39
61 or over 4 4 5 2 0 15
Total 44 25 34 26 8 137
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Count
Age Group * Manufacturer’s Website Crosstabulation
Crosstab
Manufacturer's website
TotalHighly unlikely
Somewhat 
unlikely
Neither 
unlikely 
nor likely
Somewhat 
likely Highly likely
Age Under 20 0 0 0 0 1 1
group 21-30 1 4 4 10 3 22
31-40 5 4 4 13 7 33
41-50 3 2 4 13 6 28
51-60 6 2 8 13 10 39
61 or over 2 0 6 2 5 15
Total 17 12 26 51 32 138
Age Group * Social Networking Websites Crosstabulation
Crosstab
Social networking websites
Count
Highly unlikely
Somewhat 
unlikely
Neither 
unlikely 
nor likely
Somewhat 
likely Highly likely Total
Age Under 20 0 1 0 0 0 1
group 21-30 3 6 5 5 3 22
31-40 , 8 3 7 9 6 33
41-50 3 3 9 9 4 28
51-60 9 6 8 10 5 38
61 or over 3 0 5 2 5 15
Total 26 19 34 35 23 137
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Children living at home * Brand reputation Crosstab
Count
Brand reputation
Total
Very 
unimportant Unimportant
Neither 
unimportant 
nor important Important Very important
Children living Yes 10 17 18 19 17 81
at home j\j0 7 7 12 15 15 56
Total 17 24 30 34 32 137
Count
Level of education * Recommendation by sales person Crosstab
Recommendation by sales person
Total
Very 
unimportant Unimportant
Neither 
unimportant 
nor important Important Very important
Level of High school graduate 2 0 2 5 4 13
education Some college or 
trade school 5 15 17 10
2 49
College graduate 3 6 18 7 4 38
Graduate degree 5 5 13 5 1 29
PhD or other
1 1postgraduate degree
Total 16 27 56 28 11 138
Gender * Friends and family Crosstab
Count
Friends and family
TotalHighly unlikely
Somewhat 
unlikely
Neither 
unlikely 
nor likely
Somewhat 
likely Highly likely
Gender Male 8 12 6 18 24 68
Female 5 3 6 27 31 72
Total 13 15 12 45 55 140
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Gender * Sales persons
Coun
Sales
TotalHighly
Somewha 
unlikel
Neithe 
unlikel 
nor
Somewha 
likely Highly
Gende Mai 10 12 27 13 5 67
Femal 8 12 22 27 2 71
Total 18 24 49 40 7 138
Gender * Yellow pages Crosstab
Count
Yellow pages
TotalHighly unlikely
Somewhat 
unlikely
Neither ' 
unlikely 
nor likely
Somewhat 
likely Highly likely
Gender Male 15 14 19 13 6 67
Female 29 11 15 13 2 70
Total 44 25 34 26 8 137
Age group * Manufacturer's brochures Crosstab
Count
Manufacturer's brochures
TotalHighly unlikely
Somewhat 
unlikely
Neither 
unlikely 
nor likely
Somewhat 
likely Highly likely
Age Under 20 0 0 0 0 1 1
group 21-30 1 7 9 5 0 22
31-40 5 5 6 11 6 33
41-50 1 3 8 12 4 28
51-60 3 4 8 18 5 38
61 or over 1 3 4 4 3 15
Total 11 22 35 50 19 137
55
Age group * Yellow pages Crosstab
Count
Yellow pages
TotalHighly unlikely
Somewhat 
unlikely
Neither 
unlikely 
nor likely
Somewhat 
likely Highly likely
Age Under 20 0 1 0 0 0 1
group 21-30 6 5 8 3 0 22
31-40 10 5 6 8 4 33
41-50 9 5 6 5 2 27
51-60 15 5 9 8 2 39
61 or over 4 4 5 2 0 15
Total 44 25 34 26 8 137
Children living at home * Yellow pages Crosstab
Count
Yellow paqes
TotalHighly unlikely
Somewhat 
unlikely
Neither 
unlikely 
nor likely
Somewhat 
likely Highly likely
Children living Yes 24 11 21 20 5 81
at home No 20 14 13 6 3 56
Total 44 25 34 26 8 137
56
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